
Summary
Industry

Consumer lifestyle sales and 
marketing

Number of Employees
20,000 

Program Goals
Transform the sales & markeing 
division to ensure that consumer 
insights are interpreted and 
executed effectively.

Improve effectiveness of 
marketing campaigns through a 
scalable and repeatable data-
driven approach.

Engage high-potential sales & 
marketing staff in principles of 
performance excellence. 

Improve ROI for campaigns 
through increased efficiency 
based on data rather than just 
intuition.

Promote profitable and 
sustainable growth across the 
company.

“BMGI’s commitment to partnering 
with us at a strategic level 
to transform the mindset and 
traditional working practices of 
the sales and marketing team has 
been excellent, and has provided 
our high potential employees with 
the new competencies they need to 
ensure they successfully get the most 
out of customer data.”

— Sanchay Roy
— Head of Business Improvement

The Challenge
With over 20,000 employees worldwide, 
Philips’ consumer lifestyle division is 
responsible for selling the company’s entire 
consumer portfolio and is one of the biggest 
global players in consumer lifestyle sales.

The competition among consumer lifestyle 
companies for limited market share 
has never been so intense, and Philips 
knew that acting on recent and relevant 
customer insight would be the key to 
differentiating its products in a market-
place hit hard by recession.

Putting consumer insight at the heart 
of product development and marketing 
meant that Philips needed to rapidly 
transform its performance excellence 
approach, which traditionally lived in 
manufacturing-oriented departments. 
This change was made to equip its sales 
and marketing employees with the skills 
necessary to successfully apply practical, 
data-driven solutions to the creative, idea-
based world of consumer marketing.

The Solution
Philips partnered with BMGI to design 
an intensive Lean Six Sigma program 
for its high performance sales and 
marketing employees. The first step was 
to upgrade the existing program to align 
with industry standards. Secondly, BMGI 
transcended traditional learning practices 
by using experiential methods based on 
real challenges faced by the team; this 
was done to bring the learning experience 
to life and appeal to the creative mind-
set of participants. Philips also leveraged 
BMGI technology solutions to support 
change-agent learning, project tracking and 
program management.

Case studies and a series of real-world 
challenges were incorporated into the 
program to ensure that the content was 
relevant and engaging, while also adding 
immediate business value. The case studies 
demonstrated that Lean Six Sigma principles 
could be applied in a creative, consumer 

driven marketing context while also 
sharpening decisions and increasing ROI.

Building Internal Interest
Sanchay Roy (Head of business improvement 
for the division) developed a strategic 
growth plan with HR that mandated any 
staff promotions would be contingent 
on completion of the program and 
examination. He also ensured that the 
results and successes were regularly 
communicated to the company via the 
intranet and employee newsletters to 
include everyone in the change evolution.

The result has been a significant interest 
in performance excellence across Philips’ 
entire Consumer Lifestyle Sales and 
Marketing team, the program is over-
subscribed and there is a desire to take 
this even further.

To meet the growing interest in Lean Six 
Sigma for marketers, Philips and BMGI have 
introduced “Smartistics,” a grassroots-
level, one-day course that delivers basic 
data analysis skills to the whole of Philips’ 
sales and marketing staff worldwide. While 
not as in-depth as the Lean Six Sigma black 
belt program, Smartistics raises employees’ 
awareness of using data to make better 
informed marketing decisions. 

Results
The organization has identified over €120 
million in potential cost savings. The new 
program has also been received well by 
employees, who had previously expressed 
reservations that Lean Six Sigma was too 
manufacturing focused, and not relevant 
to the creative decision making culture 
prevalent amongst marketers.

During the program initialization process 
Philips incorporated a sales and marketing 
pilot with the Iberian sales office that 
involved creating a customized Real Madrid 
shaver in a customized gift box. Not only 
did the pilot deliver successfully on given 
agreed objectives, but it also delivered 
staggering results - adding about €500,000 
in top-line revenue.
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Problem Solved.


